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INTRODUCTION
Islamic banking is separate from conventional banking based on Islamic laws, where the most prestigious books of Islam prohibited interest from life (Ariff, 1988; Zafar, Altaf, Bagram, & Hussain, 2012) . Hence, Islamic banking is interest-free banking. The reflections of Islamic values are not limited to products with "Halal" logo. Islamic values are also seen in services, especially in the banking sector, because of clear Islamic guidelines. At present, Islamic banks hold a major portion of assets and market share around the world (Khan, 2010) , because these banks offer a number of products and services similar to those offered by conventional banks and these products are consistent with Islamic laws. Islamic and conventional banks offer product and brand values to consumers in different ways. Hence, the people element in services, especially in the banking sector, gives life to the brand and an experience that truly represent brand values (Altaf, Iqbal, Mokhtar, & Sial, 2017) . Brand experiences enable consumers to differentiate the true values of a brand.
Given these factors, the promise of a brand communicated to external stakeholders depends on a bank's ability to deliver its values to establish brand-customer relationship. Bank employees are responsible for the delivery of brand promise. Therefore, bank employees should exhibit work-related attitude and behavior aligned with the brand promise communicated. Thus, managing employee behavior related to the brand is imperative to the success of the brand (Piehler et al., 2016) . Moreover, employees are considered important for sustaining competitive advantage when the products and services in the banking sector are relatively homogenous (Mosley, 2007) . However, to make brand differentiation through employee behavior, employee brand equity (King & Grace, 2009 King, Grace, & Funk, 2012) is comprehensive models that represent employee behavior. Model covers brand consistent behavior, brand endorsement, and brand allegiance; these models describe employee brand equity as "the differential effect that brand knowledge has on an employee's response to their work environment" (King & Grace, 2009, p. 130 ).
In fact, number of studies revolved around the affective perspective of work-related attitude (e.g., Ahn, Hyun, & Kim, 2015; Kwon, 2013; Piehler, Hanisch, & Burmann, 2015; Terglav, Ruzzier, & Kase, 2014) . By contrast, the cognitive aspect of work-related attitudes of employees obtained low attention, i.e., brand understanding of employees (Piehler et al., 2016; Xiong, King, & Piehler, 2013) . Both aspects are equally important, because they complete each other (Thomson, de Chernatony, Arganbright, & Khan, 1999) . Without brand understanding, employees cannot identify the meaningfulness of the brand in delivering brand promise (Xiong et al., 2013) . The present study investigates the cognitive and affective sentiments of brand understanding of employees with employee brand equity in Islamic and conventional banking.
Brand psychological ownership is another important variable that provides employees the feeling of ownership toward a brand. Brand psychological ownership and employee brand understanding are a mix of different proportion of affective and cognitive sentiments. The combination of cognition and emotion turns employees into brand champions (Thomson et al., 1999) . Cognitive sentiments have a weaker relationship with employee brand equity than affective sentiments (King, 2010; King & Grace, 2010; King et al., 2012) and somehow inconsistent relationships (e.g., Baumgarth & Schmidt, 2010; Kimpakorn & Dinnie, 2009 ). Hence, inconsistencies and weak relationships urge researchers to investigate the moderating role of the affective sentiments of brand psychological ownership (congruence between brand image and individuals and responsibility for maintaining brand image) on the relationship between cognitive sentiments of employee brand understanding (brand knowledge and brand confidence) and employee brand equity. The second objective of this study is to investigate the moderating role of affective sentiments of brand psychological ownership on the relationship between cognitive sentiments of employee brand understanding and employee brand equity.
LITERATURE REVIEW

Employee brand equity
Employee brand equity is the third perspective of brand equity (King & Grace, 2009 ); this concept pertains to the positive and productive employee brand-related behavior that comes from employee knowledge (King & Grace, 2009 ). King et al. (2012) conceptualized employee brand eq-uity through consistent brand behavior, brand allegiance, and brand endorsement. Brand consistent behavior is a non-prescribed employee behavior aligned with brand values (Burmann & Zeplin, 2005) , whereas brand endorsement is the extent to which employees are willing to say positive things about the brand and recommend the brand to others (King et al., 2012) . Brand allegiance is the likelihood of an employee to continue such a behavior in future.
Employee brand understanding
Employee brand understanding is the cognitive representation of the brand in the mind of customers (Piehler et al., 2016) . Thus, Xiong et al. (2013) conceptualized the construct of employee brand understanding with three dimensions, namely, employee perceived brand knowledge, perceived brand importance, and role relevance; they employed job characteristics theory, which assumes that employees develop different levels of psychological states that come from varying job designs, thereby resulting in different levels of personal and organizational outcomes (Hackman & Oldham, 1975) . The construct of employee brand understanding covers intellectual (brand knowledge) and emotional aspects or sentiments (role relevance and brand importance), which are crucial to the delivery of brand-related promises (Thomson et al., 1999) . The first component of employee brand understanding is brand confidence. Brand confidence refers to employee knowledge about brand-strengthened behavior that they need to perform in their daily work routine (Piehler et al., 2016) . Brand confidence in the strict sense refers specifically to the implementation of brand-strengthened behavior and the associated knowledge structures of employees. Employees must know and understand that the brand promise can be delivered by specific behaviors (Henkel, Tomczak, Heitmann, & Herrmann, 2007) . This type of brand knowledge differs from general brand knowledge and it should be considered separately, because the brand-strengthened behavior of a service employee will differ from that of a sales representative. These two groups of employees must exhibit behavior tailored to their job profile and sophisticated knowledge. This action-oriented knowledge is effective in terms of manifestation of brand-related behavior (Piehler et al., 2016) . Hence, we can assume that this brand-strengthened behavioral knowledge is effective in conventional and Islamic banking. Therefore, we offer the following hypothesis. , because the potential of employee success is attached to organizational and brand success. This perception is important for achieving the brand-related behavior of employees. According to job characteristics theory, this perception is an important antecedent of organizational success (Hackman & Oldham, 1975) . Hence, it is also an important antecedent in the conventional and Islamic banking sector. We, then, offer the following hypothesis.
H2: Brand relevance would have significant relationship with employee brand equity in (a) conventional banking and (b) Islamic banking.
The third component of employee brand understanding is behavioral relevance. Behavioral relevance is the acknowledgement of an employee that his or her behavior contributes to the success of the brand by contributing toward external brand experience (Piehler et al., 2016) . According to job characteristics theory, when employees are responsible for their performance, they are most likely to develop brand-related attitude and behavior (Hackman & Oldham, 1975) . This employee perception facilitates the development of a perception that they are most valuable and responsible to achieve brand-related goals, i.e., enhancing customer experience (Kahn, 1990 ). Similar to the banking sector, employees can enhance customer experience if they perceive that they are most valuable in achieving branding goals. We, then, offer the following hypothesis.
H3: Behavioral relevance would have significant relationship with employee brand equity in (a) conventional banking and (b) Islamic banking.
The fourth dimension of employee brand understanding is the perceived brand knowledge of employees, which that entails employee perception of what the brand stands for and it wants to deliver. Employees use their brand knowledge as an effective signal to perform in their organization, especially when dealing with unexpected problems in service encounters (Xiong et al., 2013) . Thus, when employees are clearly aware of their role in providing brand-aligned experience, they tend to have less confusion. In particular, brand understanding is a prerequisite for an employee's capability to deliver the brand promise and is necessary for achieving the brand-related behavior of the employees. Based on discussions, we, then, postulate the following hypothesis.
H4: Behavioral knowledge would have significant relationship with employee brand equity in (a) conventional banking and (b) Islamic banking.
Brand psychological ownership
Psychological ownership is the feeling of ownership toward things that are substantial and non-substantial and are tangible or intangible (Pierce, Kostova, & Dirks, 2001 . Psychological ownership is different from lawful possession. People have the capability of developing psychological ownership through their psychological experiences without acquiring legal ownership (Rousseau & Shperling, 2003) . Similarly, Chang, Chiang, and Han (2012) defined brand psychological ownership as an employee psychological experience that produces positive and brand-related attitude and cognition, such as feeling of possession toward a brand; they conceptualized brand psychological ownership with three dimensions, namely, congruence between brand image and individual, responsibility of maintaining brand image, and brand value effectiveness. According to social exchange theory, employees who develop psychological ownership toward a brand may reciprocate the brand by acting selflessly and developing brand-related behavior (Chang et al., 2012) . We then postulate the following hypotheses. 
THEORETICAL FRAMEWORK
METHODOLOGY
To analyze the proposed hypotheses of study, theoretical framework was designed in Figure 1 . The following section will describe the methodology to conduct the research.
Instrumentation
This study relies on self-administration. The scales were adapted from existing studies. Employee brand equity is the endogenous latent construct in the study. Employee brand equity is the positive and productive employee brand-related behavior that comes from brand knowledge (King & Grace, 2010) . Employee brand equity is a mul- 
BRAND PSYCHOLOGICAL OWNERSHIP EMPLOYEE BRAND UNDERSTANDING
Sampling procedure and data collection
This study was based on cross-sectional approach. A total of 400 questionnaires were distributed to employees in conventional banks and Islamic banks. Data were collected from the region of Punjab, Pakistan, because 56.45% of bank branches are located in this region. The survey was conducted from October 2016 to February 2017. Nunnally (1978) .
Discriminant validity was assessed through the criteria suggested by Fornell and Larcker (1981) . The results of discriminant validity of both models are described in Table 2 . All the correlation values of conventional banks and Islamic banks are lower than the square root of average variance extracted of each construct vertically and horizontally. All the values in Table 2 confirm the discriminant validity for both of cases.
Measurement of structural model
For structural model, bootstrapping resample's 5000 generates the value of t-statistics and the standard error to check the significance of path coefficients as recommended by Henseler, Ringle, and Sarstedt (2015). Note: BC = brand confidence, BR = brand relevance, BeR = behavioral relevance, BK = brand knowledge, EBE = employee brand equity, BCB = brand consistent behavior, Bal = brand allegiance, BE = brand endorsement, EFF = brand value effectiveness, RES = Responsibility of maintaining brand image, CON = congruence between brand image and individual, EBE = employee brand equity, AVE = average variance extracted, CR = composite reliability.
As for as the structural relationships are concerned (Table 3) The abovementioned hypotheses were representing employee brand understanding. As for as the relationship of brand psychological ownership and EBE is concerned, CON significantly influences EBE having value (β = 0.128, t-value = 1.666, f 2 = 0.017) in case of conventional banking and nonsignificant in case of Islamic banking (β = 0.041, t-value = 0.339, f 2 = 0.001). Moreover, RES significantly influence EBE having value in conventional banking (β = 0.191, t-value = 2.050, f 2 = 0.028), but non-significant in Islamic banking (β = 0.070, t-value = 1.840, f 2 = 0.088). Lastly, Eff significantly influenced EBE in conventional banking system (β = 0.140, t-value = 1.685, f 2 = 0.021), but non-significant in Islamic banking (β = 0.073, t-value = 0.806, f 2 = 0.008). All the exogenous variables having 61% of the variance in the case of conventional banking, but 74.6% in the case of Islamic banking. Moreover, the value of R2 shows the predictive validity of the model. Additionally, predictive relevance was measured through the Stone-Geisser Q-Square test for predictive relevance (Geisser, 1975; Stone, 1974) . All the values of Q 2 greater than zero show the predictive relevance of the model. Table 4 represent the results of moderation analyses. In model 1, all the cognitive sentiments of exogenous variable Note: BC = brand confidence, BR = brand relevance, BeR = behavioral relevance, BK = brand knowledge, EBE = employee brand equity, CON = congruence between brand image and individuals, RES = responsibility for maintaining brand image, EFF = brand value effectiveness. Note: t-value >1.645 means the values are significant on one tail at bootstrap 5000. BC = brand confidence, BR = brand relevance, BeR = behavioral relevance, BK = brand knowledge, EBE = employee brand equity, CON = congruence between brand image and individuals, RES = responsibility for maintaining brand image, EFF = brand value effectiveness.
Results of the regression analysis in
ing value (β = 0.150, t-value = 1.749). Hence, hypothesis 10b was accepted and 8b, 9b, 11b were rejected.
Additionally, simple slope test analysis was conducted to provide the further evidence of the significance of moderating effect on the relationships.
The effect of BC on EBE in the condition when CON is low and high as represented in Figure 2 . In the case when CON is low, the impact of BC on EBE is not substantial, as compared to the situation when CON is high. Differently, high level of BC and CON having substantial impact on EBE, as compared to other situations when either BC or CON are low in conventional banking. The effect of BK on EBE in the condition when RES is low and high is presented by Figure 3 . In the case when RES is low, the impact of BK on EBE is not substantial, as compared to the situation when RES is high. In a different way, high level of BK and RES having substantial impact on EBE, as compared to other situations when either BK or RES is low in conventional banking.
The effect of BK on EBE in the condition when CON is low and high is represented in Figure 4 .
In the case when CON is low, the impact of BK on EBE is not substantial, as compared to the situation when CON is high. Another way, high level of BK and CON having substantial impact on EBE, as compared to other situations when either BK or CON is low in conventional banking.
CONCLUSION AND DISCUSSION
Congruence between brand image and individuals moderates the relationship between brand confidence and employee brand equity in conventional banking. Congruence has a moderating role on the relationship between brand knowledge and employee brand equity in Islamic banking. Employee responsibility to maintain brand image also moderates the relationship between brand knowledge and employee brand equity in conventional banking.
In the case of conventional banking, the cognitive sentiments of employee brand understanding and affective sentiments of brand psychological ownerships are important. Cognitive and affective sentiments in conventional banks complete each other. An employee with high level of congruence between individual and brand image with high level of employee knowledge about the brand strengthen the behavior that they need to perform in their daily work routine. They, then, develop substantial level of employee brand equity. Similarly, high level of employee responsibility to maintain brand image and high level of employees who are clearly aware of their role in providing brand-aligned experience also have substantial effect on employee brand equity. In the case of Islamic banks, employees with high levels of congruence between individual and brand image and high level of employee brand knowledge have substantial effect on employee brand equity. Congruence between individual and brand image and employee brand equity has an insignificant relationship with employee brand equity. However, congruence as a moderator strengthens the relationship between brand knowledge and employee brand equity.
The results of this study indicated that employee brand understanding and brand psychological ownership are significantly related to employee brand equity in conventional banking. The results are supported by findings from past studies (King & 
LIMITATION AND FUTURE RECOMMENDATION
This study is limited to the banking sector. The study was conducted on conventional and Islamic banks.
Multi-group analysis between public sector and private sector banks is recommended for future research. This study differentiates the cognitive and affective sentiments of employee brand understanding and brand psychological ownership and checks its impact on employee brand equity. The factors that influence affective and cognitive sentiments should be examined.
